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EDITORIALS 


GOLDEN —It is with a great deal of pleasure and 
OPPORTUNITY enthusiasm that this publication brings to 

readers this week the news of the Conti- 
nental Can Company contribution to the all-out industry effort 
to promote increased sales of canned foods. 


Sales-minded folks within the industry have, for some time 
now, viewed with alarm the retail practice of constantly 
whittling down the amount of shelf and display space for canned 
foods. So prevalent has been this practice that canned foods, 
which during the 30’s enjoyed some 75 percent of the shelf space 
in the retail grocery store, are now given but 10 to 15 percent 
of that space. 


Obviously this is a serious situation, and the seriousness is 
heightened by the fact that the retailer continues to stress new 
products heretofore foreign to the grocery store. 


Realizing that no product can be sold unless it is offered and 
shown to the prospective buyer, especially in the modern self 
service grocery of today, the Continental Can Company, during 
the next 16 months, will point out to the retailer the advantages 
of more and better displays, providing him with tried and tested 
examples of the successful display technique. 


As pointed out on the next page, this will be done through 
full page monthly advertising in the leading retail grocery 
papers. These Ads will appear about the first of the month. In 
the middle of the month each retailer will receive a copy of the 
“Canned Foods Merchandiser”, which will be published by the 
firm to provide additional “how to do it” information. In addi- 
tion the “Merchandiser” will tie in all of the industry’s pro- 
motion and advertising efforts to keep the retailer constantly 
posted, so that he will be in position to profit from the resulting 
consumer awareness. Further, Continental will have a corps of 
experts in the field constantly checking on results and retailer 
participation. Importantly, the editors of the five leading retailer 
magazines will cooperate with Continental by reviewing copy 
of each issue of the “Merchandiser”. Another important feature 
will be four prize winning contests among retailers for the best 
displays and best results. 


Now it can be said the industry has a complete and compre- 
hensive program of advertising, promotion, and merchandising 

.. American Can Consumer Advertising ... Continental Can 
Business Paper Advertising . . . NCA Consumer and Trade 
Relations reaching the consumer through magazine, radio and 
television editors and through professional teachers, nutrition- 
ists, ete. . . . the Can Manufacturers’ Institute industry group 
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effort . .. and now finally the Continental dealer help program. 
Truly, it’s an example of perfect industry teamwork. 


Up till now the majority of canners have become anything 
but excited about this program. In fact, many have continued 
to complain t’.at they fail to see how it can be of any help to 
them. In the writer’s opinion, this is the greatest thing that 
has ever happened to the industry, and it is nothing short of 
miraculous that here, just nine months, or rather less than 
nine months, after the industry decided to spend a relatively 
paltry $150,000, so completely an integrated program is in full 
operation. Amazingly enough, some canners are still asking 
what can we do. It’s hard to believe that these are serious, for 
if there be a business man alive who cannot see opportunities in 
such a program, perhaps the first step would be to hire a sales 
manager; or better still, get out the old “For Sale” sign, and 
hang it on the door. 


Take the “American Weekly” promotion, for instance. Sure 
enough, NCA is sending that to most Canners’ customers, but 
that is no reason why every canner should not himself, or at 
least insist that his broker, lay it on the desk of every buyer, 
and talk about it. He should do the same thing with every 
American Can consumer .Ad, and with every Continental Can 
display idea... all of the time selling your canned foods. If 
your broker is not bubbling over with enthusiasm get another 
one. If he is not providing retail service to help set up these 
displays, get one that does. And finally, if every canner does 
not see in this a golden opportunity to establish his label, not in 
every market at once, but in one at a time, then he had better 
convince himself that he will always be an employee, not an 
employer. Again, if you don’t do anything else, Mr. Small 
Canner, at least stiffen your back, for out of this concerted 
industry effort is bound to come a stronger market, that prom- 
ises, believe it or not, a profit for you, your broker, and dis- 
tributor. The market is already showing signs of strength. The 
strongest market in many moons is in the offing, this coming 
1954-55 Selling Season, when the full force of this educational 
and publicity effort makes itself felt. 


Last but not least, by all means, now, while the pack is 
being made, bear in mind that all of the advertising and pro- 
motion money in the world will have no lasting effect, unless it 
is backed by a quality product. Remember, that one rotten apple 
eventually spoils the entire barrel. The industry stands on the 
threshold of its greatest success. Don’t spoil it by offering the 
consumer a shoddy product. 
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PROMOTION 


Continental Takes Wraps Off 
Merchandising Program 


Mr. WOJTUL 


A new merchandising campaign, to 
support the sale of canned foods, will be 
introduced to the retail food industry by 
Continental Can Company in September 
through spread ads that will appear in 
five of the country’s leading grocery 
magazines, it was announced Aug. 10 by 
Peter P. Wojtul, vice president in charge 
of sales. 

This initial step in Continental’s cam- 
paign will be followed by the publication 
of the first issue of the company’s tabloid 
newspaper, Canned Foods Merchandiser 
Digest, which will be distributed monthly, 
beginning Sept. 15, to more than 100,000 
retailers, wholesalers, brokers and 
canners, 

Offering practical, merchandising ideas 
to help retail grocers move more canned 
foods off their shelves, both the tabloid 
and the trade press ads will “kick off” 
the intensive, national campaign. 

“Although many good consumer cam- 
paigns are being sponsored by various 


industry factors, such as the National 
Canners Association, the Can Manufac- 
turers Institute (American Can con- 
sumer ads), product associations and 
brand-name advertisers, similarly 
comprehensive program is aimed at the 
retailer,” Mr. Wojtul said. “Yet, it is at 
the retail level that promotional help is 
urgently needed.” 


Continental’s trade ads will appear in 
the following publications, with a total 
circulation of about 270,000: Chain Stove 
Age, Food Topics, Progressive Grocer, 
Super Market Merchandising and Super- 
market News, 


Well illustrated, the ads will have a 
“news” format and will contain informa- 
tion about tested, promotional ideas 
compiled from a wide number of sources, 
including merchandising specialists from 
ten regional offices of Batten, Barton, 
Durstine and Osborn. 


The monthly tabloid, Canned Foods 
Merchandiser Digest, will be an up-to- 
the-minute report on the latest develop- 
ments in canned foods merchandising. In 
addition, the Digest will serve as an in- 
formation center for industry-wide, con- 
sumer promotion ideas of state and prod- 
uct associations and other organizations 
promoting canned foods to consumers. 

Back of the campaign will be a con- 


tinuous program of publicity and inten- 
sive research, Mr. Wojtul said. 


CMI Directing Canned Meat Drive 


Scheduled for August 20 through Sep- 
tember 30, a “Hot Sandwich” promotion 
will be backed by seven major industries: 
steel, can making, flour milling, meat 
packing, meat canning, baking and food 
distribution. Participating are the Can 
Manufacturers Institute, the Weirton 
Steel Co., the National Meat Canners As- 
seciation, the American Meat Institute, 
the Nat‘onal Live Stock and Meat Board, 
the Wheat Flour Institute, the Millers 
National Federation and the National 
Canners Association, Harold H. Jaeger, 
marketing director of the Can Manu- 
facturers Institute, is serving as cam- 
paign coordinator. 


Mr. Jaeger points out that canned 
meats represent one of the fastest grow- 
ing departments in stores. Sales in 1953 
were 34 percent ahead of the 1947-49 
average, with more than 1,475 million 
pounds sold last year. The Hot Sand- 
wich promotion gives sales departments 
of the meat packers the first national 
advertising vehicle for canned chopped 
beef. 


CONSUMER ADS AND EDITORIAL 
FEATURES 

The Weirton Steel Company is spear- 

heading the Hot Sandwich drive with its 


four-color page advertisements in the 
Scptember issue of Better Homes & Gar- 
dens and in House Beautiful. Both pub- 
lications are aggressively supporting the 


campaign, House Beautiful with its 
September editorial food feature, and 


Better Homes and Gardens with super- 
market merchandising activities. 


Other consumer advertising is being 
launched in newspapers, by meat pack- 
ers, supplemented by trade paper adver- 
tising. A specially timed edition of the 
Can Manufacturers Institute news bulle- 
tin, the CMI Activator, has been used as 
a merchandising broadside for the pro- 
motion. It is being distributed by the 
participating associations and salesmen 
of leading meat packers, and bakers, and 
also Better Homes and Gardens. 


Recipes have been developed by the 
National Meat Canners Association, the 
American Meat Institute and the Na- 
tional Live Stock and Meat Board for a 
Hot Sandwich Recipe Leaflet supplied 
by Weirton Steel for distribution by 
meat packer salesmen to food markets 
and to department store dining rooms 
and cafeterias. Cooperating stores are 
being supplied with posters, mass dis- 
play suggestions and other point-of-sale 
materials. 
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This Weirton Steel Company advertise- 
ment in Better Homes & Gardens (Sep- 
tember isue) promoting canned meats 
will spearhead the inter-industry ‘Hot 
Sandwich” drive (August 20 to Septem- 
ber 30). The Can Manufacturers Insti- 
tue is coordinating the Hot Sandwich 
promotion with the Weirton Steel Com- 
pany, the National Meat Canners Asso- 
ciation, the American Meat Institute, the 
National Live Stock and Meat Board, the 
Wheat Flour Institute, the Millers Na- 
tional Federation and the National Can- 
ners Association. 
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“AMERICAN WEEKLY” 
PROMOTION BROADSIDE 
MAILED TO TRADE 


A beautiful illustrated full-color eight- 
page broadside, announcing the “Ameri- 
can Weekly” promotion, was mailed 
August 4 to every member, customer, 
and canned foods broker, by the National 
Canners Association. The broadside an- 
nounces that over 21 million people will 
read the canned foods glamour editorial 
“Entertain wonderfully with dinners 
from cans” by Amy Alden in the Sep- 
tember 19 issue of “American Weekly.” 
It is estimated that this attractively il- 
lustrated food feature will reach ap- 
proximately one out of every two homes 
from Coast to Coast ... a total of 4,353 
communities, with a population of a 
thousand or more. 

Canned foods featured in the article 
will include tomato soup, tuna, aspara- 
gus spears, sweet potatoes, peas, French 
cut green beans, whole white onions, 
sweet pitted cherries, pineapple chunks, 
cranberry sauce, fig pudding, pumpkin, 
luncheon meat, bonded chicken and 
chicken fricasse; also such related items 
as mushroom soup, olives, pickles, evap- 
orated milk, and the like. 

During the week NCA and “American 
Weekly” will sponsor a Harvest Festival 
of Canned Food Values, suggesting mass 
display, penants, posters, talking signs, 
ard newspaper ads, 

NCA will merchandise this story to 
radio, TV, magazine and newspaper 
editors. 


HOW FRESH IS FRESH 


A one page editorial feature entitled 
“How Fresh is Fresh” by Frederick J. 
Stare, M.D., will appear in the September 
issue of McCall’s Magazine, on the 
stands about the 19th of August. The 
a’ticle makes a case for the food values 
of modern processed foods. The Na- 
tional Canners Association is coordinat- 
ing merchandising activities on this pro- 
motion, A total of 30,000 reprints are 
heing mailed by NCA, McCalls and par- 
ticipating groups covering all canners, 
brokers, wholesalers, retailers, trade and 
consumer press, radio, television, home 
economists, and teachers. 


Sales of Gerber’s Baby Foods increased 
!1 percent in the company’s first fiscal 
quarter ended June 30, Dan Gerber, 
Goard Chairman and President, told 
share-owners at the annual meeting held 
at Fremont, Michigan July 28. Volume 
‘or the June quarter reached $20,556,722 
versus $18,528,082 for the same period a 
year ago, an increase of $2,028,640. Net 
arnings for the same June quarter of 
his year amounted to $975,780, equal 
o 72 cents a common share, against 
882,006 or a comparable 66 cents a 
hare in the like 1953 period, after giv- 
ng effect to the 2-for-1 stock split of 
Jecember, 1953. 
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NEW PRODUCTS & PACKAGES 


ORIENTAL DINNERS— 
PIGGY-BACK 


Whatever the public’s pleasure in 
Cantonese restaurant cuisine, Chun King 
Sales, Ine., Duluth, can now satisfy with 
a line of Oriental-American dishes in the 
new “Divider-Pack” cans manufactured 
by Continental Can Company. The novel 
packaging unit is made up of two sepa- 
rate cans—the larger bottom one con- 
taining the vegetable mixture; the 
smaller top one, the sauces — securely 


taped together. Colorful labels for the 
combined cans contain a variety of illu- 
stration, instructions and information. 
Besides picturing each variety in a real- 
istic photo, the labels explain the “Di- 
vider-Pack” recommend occasions for 
serving oriental food, tell how to prepare 
the contents, supply a complete meal 
menu, offer a money-back guarantee of 
satisfaction and give full descriptions of 
the ingredients contained. The patent- 
protected “Divider-Pack” binding tape 
idea is well blended with the three sep- 
arate color schemes of white, yellow and 
red. The Continental cans, of unusual 
dimensions, were designed particularly 
for these products. Chun King foods 
are distributed nationally through whole- 
sale and retail grocery outlets. 


SEALD-SWEET INDIAN RIVER 
GRAPEFRUIT JUICE 
CONCENTRATE 


,A completely new frozen citrus product 
— Seald-Sweet Indian River grapefruit 
juice — will make its market debut 
shortly as initial shipments began mov- 
ing out of Florida. 

The announcement was made by John 
T. Lesley, general manager of the Florida 
Citrus Exchange at Tampa. The new 
product will be marketed by the Ex- 


change and packed by an Exchange 
affiliate, Plymouth Citrus ~Products 
Cooperative. 


“The entire nations is a virgin market 
for this product since it is the first In- 
dian River frozen concentrate as such to 
ever hit the markets,” Lesley said. “We 
expect great things from this newcomer 
and many Eastern markets have already 
indicated their readiness to welcome it 
with open arms.” f 

The new Indian River juice is being 
packed in the six-ounce consumer and 32- 
ounce institutional sizes. It is the pure 
natural juice, no sugar added. Fruit for 
the product is being supplied by the Ex- 
change’s 13 Indian’ River affiliates 
stretching from Oak Hill to West Palm 
Beach. 

C. W. Metealf is sales manager of the 
concentrate division. He said that due to 
a flood of advance orders, the pack may 
have to be allocated. 


COMBINATION FRUIT JUICE 


The Campbell Soup Company is mak- 
ing plans for the manufacture of a new 
canned juice drink from the combined 
juices of eight different fruits. The new 
fruit juice drink, FR-8, will be a com- 
panion product to its V-8 combination 
vegetable juice. It will contain the juices 
of oranges, grapefruit, limes, lemons, 
apricots, peaches, bananas and apples. 
Manufacturing operations will be con- 
ducted in the plant of the DiGiogio Fruit 
Corporation at Lucerne Park, Florida. 
Lease arrangements were completed 
August 1. The plant is said to have a 
production capacity of a million cases of 
single strength juice. 

Three high school graduates in Penn- 
sylvania, Tennessee and Washington are 
winners of the 1954 Carle C. Conway 
scholarships, awarded annually by Conti- 
nental Can Company to children of com- 
pany employees. Four-year, $1,000 an- 
nual scholarships, according to General 
Lucius D. Clay, chairman of the board, 
have been won by Barbara M. Rossi, of 
Pittsburgh, Pa.; Nancy E. Wilson, 
Memphis, Tenn., and Patricia A. 
Shaughnessy, of Seattle, Washington. 
In addition, two special $500 annual 
scholarships have been awarded to M. 
Ruth Shellborn, of Seatle, and Helen V. 
Andres, of Campbell, California. 
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F. S. WYATT A. M, CAMERON 


At the annual meeting of the Board of 
Directors of Gerber Products Company 
at Fremont, Michigan, July 29, three 
company officials were advanced to the 
vice-presidency. They include, Fred S. 
Wyatt, Director of the Produce Division; 
Joseph H. Bagley, General Sales Man- 
ager; and Stephen S. Nisbet, Director of 
Public Relations. All other officers were 
reelected for the coming year. 

Mr. Wyatt has been especially promi- 
nant in the canning field. He began his 
canning career as a boy in the fruit in- 
dustry of Sacramento Valley, and in the 
Winters Canning Company, of Winters, 
California, with whom his father was 
associated. On graduation from the Uni- 
versity of California in 1913 he was 
made Manager of the Winters plant. In 
1926 the Winters concern was bought out 
by Hunt Brothers. Resigning from Hunt 
in 1934, Mr. Wyatt joined Elmhurst 
Packers, Inc. of Oakland. When that 
company merged with Gerber Products 
Company in 1943, he was made Western 
Division Field Manager, and named to 
the Gerber Board. He has been a Director 
of the Canners League of California for 
the past 20 years. 


T. G. Singlehurst, Senior Vice-Presi- 
dent and Treasurer of the Bishop Trust 
Company in Honolulu, has been elected 
to the Board of Directors of the Dole 


Hawaiian Pineapple Company, Henry A. | 


White, Company President, an- 
nounced. Mr. Singlehurst sueceeds the 
late Cyril F. Damon as a Director. 


Peter E. Fagen, assistant to the vice 
president of the Pacific Metal Division of 
Continental Can Company, has retired 
after 25 years’ service, according to Sher- 
lock McKewen, division vice president, 


10 


Creation of a new research and de- 
velopment department within the Metal 
Division of Continental Can Company 
was recently announced by General Lu- 
cius D. Clay, chairman of the board. 

He also announced the transfer of 
metal container research and equipment 
engineering activities to the new depart- 
ment and the appointment of Allan M. 
Cameron as general manager of the de- 
partment. 

Mr. Cameron, whose department will 
conduct all research and development ac- 
tivities of the company’s metal container 
business, will be responsible to Thomas 
C. Fogarty, executive vice-president of 
the Metal Division. 


Professor Frederick C. Winter of Co- 
lumbia University, Department of Indus- 
trial Engineering, has announced that 
the University again, this year, will 
offer an evening graduate course in 
package engineering. Beginning Sep- 
tember 29, the course, under Professor 
Winter’s direction, will be held 15 con- 
secutive Wednesdays from 7:10 to 9:00 
P.M. Registration is scheduled for Sep- 
tember 17 to 22. There will be a tuition 
fee of $50. Eighteen lecturers from in- 
dustry will assist Dr. Winter. Inquiries 
should be adressed to Professor Fred- 
erick C. Winter, Columbia University, 
116th Street and Broadway, New York 
27, New York. 


John W. Mathys, Vice-President in 
charge of the Garden Seed Department, 
Northrup, King & Company, Minneapo- 
lis, was elected President of the Ameri- 
can Seed Trade Association at the recent 
convention in San Francisco. Graduating 
from the University of Wisconsin 40 
years ago, in 1914, with a major in 
Agronomy, Mr. Mathys entered the seed 
business with the Everett B. Clark Com- 
pany. He was one of the first to estab- 
lish a procedure for making single plant 
selections on peas and beans, which has 
been responsible in large measure for the 
improvement in basic seed stock of these 
vegetables. In 1929 he joined Northrup, 
King at Minneapolis, as Assistant Man- 
ager of the Garden Seed Department. By 
1948 he was a Vice-President and Di- 
rector. He has been a judge of the All- 
American trials since this organization 
began. He served as a Director of the 
Canning Machinery & Supplies Asso- 
ciation from 1949 through 1951, 
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W. H. McKENNEY 


R. N. RISTEEN 


The resignation of Roger M. Kirk, Jr., 
Director of Marketing for John H. Du- 
lany and Son, Incorporated, has been 
announced by Ralph O. Dulany, Presi- 
dent of the Fruitland, Maryland, food 
processing concern. Mr, Kirk has ac- 
cepted a position with the New York 
City advertising firm of Young and 
Rubicam, Inc. Richard N. Risteen will 
continue as Field Sales Manager for 
frozen foods. Former National Sales 
Representative, William H. McKenney 
has been named Sales Assistant to the 
President. 


Room reservations for the 1955 Con- 
vention have now been mailed to mem- 
bers by the National Canners Associa- 
tion, the Canning Machinery & Supplies 
Association, and the National Food Brok- 
ers Association. At the moment, Feb- 
ruary 19 to the 23 seems a long way off. 
Readers will remember that Chicago 
presents a particularly complex problem 
for the room allotment committees of 
these associations, and act accordingly. 
Big plans are under way for the 1955 
Convention. For the 48th Annual Ex- 
hibit, CMSA has adopted the theme 
“FUTURAMA — See the Tomorrow of 
Canning Today”. The exhibits will open 
at 10:00 A.M. on Saturday, February 19, 
and continue through to 3:30 P.M. 
Wednesday, February 23. As usual, it 
will be in the Conrad Hilton Hotel. By 
popular demand the technical confer- 
ences, designed for the research, engi- 
neering, and production personnel of the 
canning companies, will be repeated. 
$500 worth of exhibit attendance awards 
will be distributed each day by CMSA. 

Plans for the usual entertainment 
features are already well under way. 
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NEW EQUIPMENT 


AND 


SUPPLIES 


BOILER RATING PLAN BULLETIN 


A booklet giving complete information 
on the Kewanee Reserve Plus Rating 
Plan has just been published by Kewanee- 
Ross Corporation of Kewanee, Illinois. 
It is titled, “A Report to Those Con- 
cerned with the Specification, Selection, 
Sale of Steel Firetube Boilers.” The 
booklet has been published as part of a 
full scale campaign Kewanee-Ross has 
been waging on rating methods. The 
campaign was originally inaugurated un- 
der a theme, “The Big Truth About 
Boilers.” Copies of bulletin available free 
of charge by writing to address above. 


Rhodia, Inc., New York, announces the 
commercial availability of a new, indus- 
trial reodorant for airborne odor abate- 
ment in the canning industry and the 
wholesale market field. The new product 
has been designated “Alamask” CPM-X,. 
It was developed after years of labora- 
tory tests and use in canneries and 
wholesale markets, and has proved suc- 
cessful in combatting the obnoxious 
odors caused by products of nitrogenous 
decomposition. 


Tests have shown that potatoes 
sprayed a few weeks before harvest time 
with MH-40, a powder form of Maleic 
Hydrazide, will not sprout in storage for 
periods ranging up to a year. The new 
growth regulator, developed by Nagatuck 
Chemical Division, U. S. Rubber Com- 
pany, is said to work equally well on 
onions. Maine potato growers will be 
among the first to try the chemical com- 
mercially this year, 
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BULLETIN DESCRIBES NEEDLE 
CONTROL VALVES 


Design details and operating charac- 
teristics of its complete line of needle 
type valves are explained by The Fox- 
boro Company, Foxboro, Mass, manu- 
facturer of industrial process instru- 
ments, in a new 8-page bulletin, 5C-13. 
Engineered for applications requiring 
precise control of low rates of flow, the 
needle valve is described as an integral 
part of a complete control system, suit- 
able for use over a wide range of oper- 
ating conditions. 

Copies of the new bulletin with at- 
tached sheet of ordering data will be 
sent on request. 


DELPARK SETTLING AND FILTER 
SYSTEMS NOW AVAILABLE IN 
STAINLESS STEEL 


Delpark Settling and Filter Systems 
fabricated of Stainless Steel are now 
available for the filtration of liquids 
which would be affected by other types 
of metals. Designed for the filtration of 
particles .004” or larger, the unit makes 
use of a settling basin for the removal 
of particles of varying weights prior to 
filtration through special bar _ stock 
screens. 


Chain driven flights of solid and brush 
construction pass down the filter screen 
removing filtered solids, then across the 
floor of the settling area gathering addi- 
tional sediment. These solids are carried 
by the flights up a ramp at the end op- 
posite the filters. The flights are auto- 
matically cleaned, the solids falling into 
a tote box. The flights then return to the 
screens and the cycle is repeated. 

The screens are of special bar stock 
construction with accurately sized slots 
to .004”. They may be easily removed 
for cleaning by sliding a solid metal 
plate into position back of the screen to 
prevent unfiltered particles from pass- 
ing back into the system. Screens are 
removed by lifting up and sliding out of 
the channels in which they rest. 

For further information write George 
L. Guymon, Vice-President, Industrial 


Filtration Company, Dept. SS-127, Leba- 
non, Indiana. 
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SPECIAL HOSE FOR 
ANHYDROUS AMMONIA 


Mounting importance of anhydrous 
ammonia as a fertilizer has prompted 
the development of a new, powerful hose 
by the mechanical goods division, United 
States Rubber Co. Intended for use in 
the transfer of ammonia under pressure 
from bulk storage to the dispensing unit 
—and from the unit to the soil, the hose 
has a working pressure of 400 pounds 
per square inch and can withstand the 
low temperatures caused by ammonia 
vaporization. It is reinforced with a 
single wire braid, has a tube resistant 
to oil and low temperatures and a cover 
of neoprene perforated to allow safe dis- 
sipation of ammonia vapors. It is called 
the U. S. Agra Wire Braid Ammonia 
Hose, and is made in % to 1% ineh 
diameter sizes. 


MOBILE VINER PERFORMS WELL 


Forty Pea Processors from New York 
State and representatives from the Na- 
tional Canners Association Technical 
Agricultural Committee came to Perry, 
New York, July 27, to look over the new 
experimental model of the Chisholm- 
Ryder Mobile Pea Viner. 

The machine deviates considerably 
from the standard conventional station- 
ary viner. It picks the vines up from 
the windrow, threshing at the rate of 
a half acre per hour as it moves down 
the field. The manufacturers hope to 
step up this rate considerably next year. 
Canners thought the unit might better 
be self-propelled and of lighter weight. 
These two features the engineers report 
can be accomplished. The company ad- 
vises that they have no intention of put- 
ting a machine on the market until the 
capacity and efficiency will meet proc- 
essor and grower requirements. After 
viewing the demonstration, those who 
were in attendance agreed the engineers 
were well on their way toward this ac- 
complishment. 

The demonstration was arranged by 
Win Tyler, Head of Curtice Bros., Raw 
Products Department and Chairman of 
the NCA Sub-Committee working with 
Chisholm-Ryder on this equipment. 


MECHANICAL BEAN PICKERS 


There are 24 mechanical bean packers 
in operation in the United States this 
year, according to Chisholm-Ryder of- 
ficials, manufacturers of the equipment. 
In the State of New York there is said 
to be 11 in operation, and it is reported 
they are doing a satisfactory job of pick- 
ing there. For the most part they are 
being used at the present time on second 
pickings, but the new machines contain 
many improvements, and it is reported 
by the New York State Canners & Freez- 
ers Association, that those using them 
feel that by next year they will really be 
ready to become a permanent part of the 
bean harvesting program. August rains 
in that State have improved prospects 
for a bean pack considerably, Deliveries 
are heavy this week, 
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Hearty eaters everywhere will love this 


NORTHWOODS LUMBERJACK FAVORITE 


Solid eating—so simple to fix— 
when you use today’s finest-ever canned foods! 


Lumberjacks have a knack with stick-to-the-ribs 
food. Stew is a favorite. Not just plain stew—rich 
meat often with chicken, Limas, zesty seasoning. 

They simmer it for hours. You can match it in 
minutes, easy as rolling off a log—by using ingredi- 
ents that come in Canco cans made by American 
Can Company. 

You don’t even have to peel apples to make a pie 


NORTHWOODS 
LUMBERJACK STEW 


2 cans (11 Ib. each) or 3 cans (1 Ib. each) 
beef stew 
1 can (14 or 16 oz.) chicken fricassee 
1 can (1 Ib.) Lima beans, drained 
VY, cup chili sauce 


Y) teaspoon garlic salt 


Combine all ingredients; simmer 10 minutes, 
stirring carefully. 


HOT BISCUITS 
Bake refrigerated prepared biscuits according to 
label directions. Reheat over grill in covered 
pan or a.uminum foil, if desired. 


APPLE PIE 
For crust: Prepare pastry for two-crust 9-inch 
pic, using your favorite shortening 
For filling: 
2 cans (1 Ib. 4 oz. each) sliced apples 


Drain apples, reserving Y% cup juice. Combine 
apples, reserved juice, sugar, lemon juice, flour 
and spices. Turn into pastry-lined pan, dot with 
butter or margarine. Cover with top crust, seal 
Bake in hot oven (425°F.) 45 to 50 minutes. 
Serve with cheese. Makes one 9-inch pie. 


BEER «+ ALE 
For greatest convenience buy beer and ale in 
non-returnable cans. _ the Canco cans trade- 
marked “ Keglined.” 


‘These recipes serve 6. You may use can weights 
that vary slightly from those given here. Recipes 
were developed in Test Kitchens of American 
Can Company. 

Important Note. Whenever you do not use a full 
can of food... cover and keep the remainder in 
the refrigerator right in the can. It's safe—and 
it’s sensible! 

e 


with Beer” 
Send for 20-page booklet of 
quick, clever ideas for TV bay 
suppers, buffets and casse- 
roles featuring foods that 
are specially good with beer 
Mail 15¢ to American Can 
Company Test Kitchens, Box 
259, New York 40, N. Y 


for dessert. They come in cans, too. All this conven- 
ience doesn't costa penny Youactually save money. 
The price .of canned foods in receng years has 
risen far less than other foods. One reason is Ameri- 
can Can’s leadership in developing special linings 
which not only protect flavor, but permit use of /ess 
tin, thus helping you to eat better for less money. 
Try this hearty, thrifty “feed” on your men! 


American Can Company 


Containers to help people live better 


American Can Company not onty periecied the muoern 
food container . . . it also developed many of the canning 
Processes that today bring you real un-the-spot flavor and 


even more vitamins than you often get in “fresh” varieties. Ccanco) Registered Trademark of the American Can Company, N.Y., N.Y. 
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One of a series of favorite American meals brought to you by the American Can Company 
= 
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Look closely—there are 


rotit dollars for YOU | 
in this ad! 


Millions of homemakers are always on the Remind your buyers to take full advantage of 
lookout for just the kind of tasty, easy-to-prepare this campaign by encouraging retailers to price 
meal you see pictured in the ad at your left. attractively and display prominently the items fea- 

Come September 13th, they'll see “Northwoods tured in the ad. 

B Lumberjack Favorite” in delectable full color in By showing meal planners how to prepare de- 

f LIFE magazine. (In fact, this Canco ad will appear licious, economical meals from canned foods, 

B before an audience of 26,450,000!) Canco actually creates a buying urge—and helps 

Thus, many meal planners will soon do their build the prestige of a// canned foods and bever- 

shopping with this picture of stew, beer, apple pie 28€S- That means profit for you—if vou cash in on it! 
and other good things still in their minds. Here’s With this series of colorful consumer ads, 
where you come in—’s a golden opportiaaly for Canco continues to help you sell more in ?54. 

you lo cash int 


Go first to the people who are first! AMERICAN 
CAN 
| COMPANY 


New York, Chicago, San Francisco; Hamilton, Canada 


FREE! Mats or photographs 
for newspaper advertising . . . 


To help YOU get YOUR brand featured in food retailers’ 
newspaper ads, Canco has mats of the main tllustration of 
this LIFE ad (2 col., 65 screen) for any tie-in program you 
may work out with your retailer. A mat or photograph will 
be sent, FREE, clirect to any retailer planning such promo- 
tion. Requests should be addressed to: 

American Can Company 

Sales Promotion Division 


100 Park Avenue 
New York 17, New York 


65 screen halftone mats (2 col. x 4/s"—136 lines) or 
8 x 10 glossy photo available. 
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Wisconsin Pea Pack Down 10-11 Percent---National 
Corn & Tomato Packs to be Reduced Sharply 


The Wisconsin Canners Association 
issued this week the first report of the 
1954 pea pack (in that State). Reports 
from 104 of the 105 plants operating, 
with estimates for the one plant not op- 
erating, add up to a total of 11,076,253 
actual cases, 10.76 percent below the 12,- 
446,022 cases packed in 1953. Seven 
plants did not operate this year. The de- 
tailed pack report, showing varieties and 
can sizes, is shown below. Last year’s 
Wisconsin pack equaled approximately 
40 percent of the total national pack. 


A reliable report from the Northwest 
states that the pea pack in that area 
has fallen substantially below that of the 
past few years, and may fall as low as 5 
million ecses. If so, that would be the 
smallest pack in that area since 1940. 
Last year the Northwest packed approxi- 
mately 7% million cases (24 percent of 
the total national pack), and about 7.3 
million cases in 1952. 


CORN — The USDA Crop Reporting 
Board, on August 10, reported an indi- 
cated production of 1,330,400 tons of 
sweet corn for canning and freezing, on 
the basis of August 1 reports. This pro- 
duction is about 12 percent less than the 
1953 production of 1,519,000 tons. Get- 
ting out the slide rule and assuming the 
production for freezing to be the same as 
last year, the indicated 1954 production 
would add up to about 31% million cases 
of canned compared with 36.2 million 
eases in 1953. Corn looks good in Wis- 
consin, Minnesota, New York and Indi- 
ana; not too good in Maine, Pennsyl- 
vania, Tri-States, Ohio, Illinois, and the 
Northwest. Acreage, of course, has been 
reduced in nearly every state, excluding 
Pennsylvania, Minnesota, Iowa, and 
Maryland. 


Hunt Foods, Inc., canners of Fullerton, 
California, has made arrangements for a 
loan of $15,000,000 to carry out plans for 
operations for a considerable period. 
Funds will be used to redeem outstand- 
ing debentures of about $5,542,000 and 
for working capital, 
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Here is the USDA rundown, giving a 
comparison between the 1953 production 
and the indicated 1954 production, in 
thousands of tons: 

TONS (in husk) 


1953 Indicated 
Revised 1954 
(1000 tons) 
35.9 18.7 
New Hampshire.. 2.4 1.6 
VOPMONE: 2.5 1.8 
New York .......... 81.5 60.4 
Pennsylvania ...... 24.4 18.0 
35.6 23.5 
62.0 50.4 
215.4 182.7 
Wisconsin .......... 328.3 302.4 
Minnesota .......... 258.2 288.3 
72.4 72.8 
Delaware ............ 13.2 7.0 
83.6 78.0 
Washington ........ 93.1 68.8 
Other States ...... 43.9 24.9 - 


TOMATOES—Only once before (1949) 
in the past 14 years has the tomato pro- 
duction been below the 2,538,050 tons 
forecast for 1954 by USDA. This ton- 
nage is about 21 percent less than the 
1953 production of 3,228,830 tons, and 16 
percent less than the ten year average 
production of 3,038,600 tons. 

The acreage in 1954 has been cut to 
260,200 acres compared with 295,100 in 
1953, and a ten year average of 448,500 
acres. Indicated yield in 1954, as of 
August 1, is 9.75 tons per acre comparing 
with 10.94 tons in 1953, and a 6.99 ton 
ten year average. 

With the exception of fabulous Cali- 
fornia, a reduction in yield is indicated 
in every important canning state, all of 
which, of course, had reduced acreage 
from 1953. Sharp reductions in yield are 
indicated in New Jersey from 10.8 to 6.7 
tons, in Utah from 14 to 10, Pennsylvania 
from 8.4 to 6.0, in Delaware from 8.1 to 
6.0, Maryland from 7.0 to 5.0, Colorado 
from 9.1 to 6.5. Yield in the State of 
New York is expected to be off from 
10.6 to 9.6, in Ohio from 11.6 to 10.0, 
Indiana 9.0 to 8.0, Illinois from 10.8 to 
9.0, Michigan from 10.9 to 8.5 tons. In 
California, where acreage was reduced 
from 83,000 to 75,000 in 1954, the yield is 
expected to increase from 17.0 to 17.5 
tons per acre. 


WISCONSIN 1954 PEA PACK REPORT 


(As reported by Wisconsin Canners Association—104 of 105 plants reporting 
with estimate from 1 not reporting) 


“Early Sweets 
Including 
Can Size Alaskas Als weet Type Other Sweets Totals 
48/8 o7. 389,710 317,614 640,991 1,348,315 
87,517 17,504 26,005 131,026 
2,277,792 2,437,833 3,393,307 8,108,932 
24/2 18,170 66,830 
6/10 546,643 538,787 317,472 1,402,902 
Totals 3,350,322 3,311,738 4,414,193 11,076,253 
COMPARISON 

Actual Cases Basis 

12,446,022 13,815,574 

| 11,076,253 11,927,510 

Change from ’53..—1,339,779 —1,888,064 

—10.7% —11% 


Comparison with last year’s report indicates that on a varietal basis, the 
greatest decrease occurred in mid-season and late sweets; and on a can size 
basis, the greatest decrease occurred in No. 10s. 


THE CANNING TRADE 


August 16, 1954 


4 
oe 
4 
‘ 
€ 


MARKET NEWS 


' Indicated production in the important 
canning areas is as follows: 


1953 Indicated 
Revised 1954 
(1000 tons) 
New York 176.0 115.2 
New Jersey ......... 299.2 154.1 
Pennsylvania 208.3 129.0 
304.2 236.0 
113.3 90.0 
Michigan ............ 76.3 51.0 
Missouri ...........06 2.6 4.0 
26.7 15.0 
126.0 80.5 
42.9 48.0 
COlOPREO 27.8 17.6 
100.8 57.0 
California 1411.0 1312.5 


SNAP BEANS—Snap Bean production 
prospects declined about 3 percent during 
July, and on August 1 a total of 335,520 
tons was indicated, according to the Crop 
Reporting Board. This compares with a 
production of 304,580 tons in 1953, and 
an average of 232,300 tons for the 1943- 
52 period. 

The August 1 indicated yield is 2.15 
tons per acre, comparing with 2.17 tons 
in 1953, and an average of 1.84 tons. 
Georgia and South Carolina are the only 
states showing improvement during July 
in yield prospects in the late fields. 


Compared with 1953, indicated produc- 
tion in New York State will increase 
from 57,100 tons to 71,200 tons, Wiscon- 
sin from 23,300 tons to 30,200 tons, Ore- 
gon from 55,100 tons to 77,600 tons, and 
Colorado from 5,400 to 5,600 tons. Pro- 
duction will be decreased in Maryland 
from 17,600 to 13,000 tons, in Michigan 
from 14,700 to 13,700, Pennsylvania from 
12,600 to 10,100, Virginia from 9,00 to 
6,400, Tennessee from 12,000 to 10,200, 
in Texas frob 9,100 to 8,400. 


CABBAGE FOR KRAUT—The August 
1 indicated contract production of cab- 
bage for sauer kraut is 100,700 tons, ac- 
cording to USDA. This compares with 
129,150 tons in 1953, and a ten year aver- 
age of 90,400 tons. The indicated supply 
for fresh cabbage and open market pur- 
chases from kraut packers this year is 
13 percent less than that available from 
the 1953 crop. 


THE MARKET—There is considerably 
more snap to the market this week, with 
buyers apparently finally realizing the 
seriousness of drought conditions that 
have prevailed in important canning 
areas. While the drought has been broken 
‘in most areas, the rains came too late 
to help peas, beans, and early corn. Here 
in Maryland corn canning is getting 
under way very slowly, with deliveries 
anything but satisfactory. Tomato can- 
ning, too, is hopping along on one leg, 
with all hopes for a good pack long since 
forgotten. 

Tomato juice strengthened perceptibly 
during the week in all markets. Corn, 
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too, showed definite signs of reawaken- 
ing. Beans, peas, and tomatoes moved 
in considerably more volume than previ- 
ous weeks, With the increasing emphasis 
on advertising and sales promotion, 
coupled with the outlook for smaller 
packs, and sustained consumer demand, 
all signs point to a healthy market for 
canned foods during the 1954-55 season. 
Western Illinois, Aug. 9, 1954 

The tomato crop in our section is only 
fair. First, we had 30 days of extreme 
heat and dry weather which kept the 
blossoms from setting, now we are hav- 
ing too much rain and heavy dews every 
morning which is not good for tomatoes. 
It’s too early to predict a good or bad 
tomato crop. 

Regarding markets, after talking to 
several of our brokers, we offered to fill 
immediate orders of No. 303, No. 2% and 
No. 10 Extra Standard tomatoes at $1.40, 
$2.20 and $7.50. Before we confirmed 
these prices by letter to our brokers we 
had orders phoned in for over 5,000 cases 
for shipment as soon as labeled up. This 
rather proves that these prices are accep- 
table to the trade. Tomato canners in 
general last year lost money and any- 
thing less than these figures will allow 
the canner a very meager profit. 


Our pack started August 4th but looks 
like 2 to 3 weeks before any volume of 
tomatoes. 


NEW YORK MARKET 


Market More Active With Prices Stiffening 
—Tomato Market Looking Better—Wiscon- 
sin Beans Offered—Peas Strengthen On Re- 
ports Of Reduced Wisconsin Pack—Lima 
Bean Openings Firm—Fair Amount of S.A.P. 
Corn Business—Some Concessions In Citrus 
Juices—R.S.P. Cherries Unsettled—Sardine 
Run Continues Light—Buyers Study Salmon 
Situation—Tuna Demand Lags. 


By “New York Stater” 


New York, N. Y., Aug. 13, 1954 


THE SITUATION—Buyers have been 
in the market in better volume this week 
on prompt shipment merchandise, and 
apparently are moving early to get their 
fall inventories in shape, taking ad- 
vantage of early-season offerings where 
canners are willing to grant concessions 
to move goods from the production lines 
without incurring warehousing and ad- 
ditional handling expenses. Pricewise, 
however, there is a perceptible stiffening 
in the undertone, and this too has been 
a factor in moving some buyers to enter 
the market where additional supplies are 
needed to round out holdings. 


THE OUTLOOK—The trade is view- 
ing the price outlook in canned foods 
with a good deal more optimism. While 
chains and wholesalers are not disposed 


to tie up their working capital in large 
inventory reserves, there is more of a 
tendency to place forward commitments, 
based on the continuing expansion in the 
rate of domestic consumption for many 
staples. 


TOMATOES—New pack tomatoes in 
the Tri-States are moving well, and the 
market is looking better. Currently, 
canners are booking for prompt ship- 
ment on the basis of 90 cents minimum 
for standard 1s, $1.15 on 303s, $1.85 for 
2's, and $6.00 for 10s, with many 
operators inclined to look for a higher 
market later on in the season, although 
they are not discounting the possibility 
of temporary price weakening in the 
case of a few sellers who may run into 
a glut situation in their areas. New York 
State canners this week were offering 
out new pack at $1.85 for extra standard 
2s and $8.25 for 10s, with fancy whole 
tomatoes, 2s, listing at $2.50, all f.o.b. 
canneries. 


BEANS—Wisconsin canners this week 
were offering out new pack green and 
wax beans on the basis of $1.25 for 
standard 5-sieve 303s, with extra stand-— 
ard 5-sieves at $1.35 and 4-sieve at $1.50. 
On fancy cut, 3-sieve listed at $1.85, with 
4-sieve at $1.65. Fancy 1-sieve whole, in 
303s, were quoted at $2.75, with 2-sieve 
at $2.55 and 3-sieve at $2.25. The mar- 
ket in the Tri-States was showing a 
strong undertone, with a fair amount of 
business reported for prompt shipment. 


PEAS—Reports from Wisconsin indi- 
cate that pack totals are running very 
much below earlier estimates, and the 
market is strengthening. Standard 4- 
sieve 303s are offered at $1.1712-$1.20, 
with extra standards at $1.30. Fancy 
308s are held at $1.65 for 3-sieve, with 
2-sieve at $2.10 and l-sieve at $2.50. 
There is a fair buying interest reported. 


LIMA BEANS—With the lima bean 
pack getting under way, a firm market 
is indicated by current canner offerings. 
Standard green and white 303s are held 
at $1.35, with extra standards at $1.50. 
On fancy, tiny all green 303s are quoted 
at $2.45, with small at $2.20 and medium 
at $1.85, all f.o.b. Tri-State canneries. 


CORN — Buyers have booked a fair 
amount of S.A.P. business on new pack 
corn, and with crop prospects reportedly — 
improving, early shipments are expected 
to begin moving shortly. 


CITRUS — While canners have not 
changed their list prices, it is reported 
that concessions are being offered in some 
quarters, with orange juice reported 
available at $1.25 on 2s and $2.85 on 46- 
ounce, with blended at $1.05 and $2.30, 
respectively, and grapefruit juice at 75 
cents and $1.60, f.o.b. Florida canneries. 
Fancy citrus salad, 303s, is firm at $2.15, 
with choice at $2.00, while grapefruit 
sections hold at $1.50 on fancy and $1.30 
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on choice, with some broken available at 
$1.25, cannery. 


RSP CHERRIES—While the pack has 
not come up to expectations, the demand 
situation, too, has been disappointing, 
and the market is somewhat unsettled in 
consequence. Canners were reported 
offering for immediate shipment as low 
as $2.30 for 303s and $2.60 for 2s, with 
10s at $13.25, f.o.b. 


WEST COAST FRUITS — More can- 
ners are coming through with prices on 
new pack fruits, generally in line with 
those already made public. Meanwhile, 
the peach situation is looking up, with 
indications that the pack will not run as 
heavy as had been anticipated. Buyers 
generally are covered on immediate and 
nearby needs, and additional business 
will probably be deferred until the packs 
are in the cans and the supply-demand 
situation can be evaluated more clearly. 


SARDINES—Reports from Down East 
indicate that packing operations are still 
running light, due to a falling off in the 
run of fish, with the pack up to August 1 
approximating two million cases. Mean- 
while canners continue to offer new pack 
quarter keyless in oils or mustard, and 
three-quarters in mustard at $6.50 per 
case, f.o.b. Maine shipping point basis, 
with prices guaranteed against seller’s 
own decline for 30 days from date of 
delivery on floor stocks. 


SALMON—With the Alaskan salmon 
pack running ahead of last year, buyers 
are looking the situation over rather 
carefully prior to making commitments, 
although some prompt shipment buying 
is being done. Offerings of reds from 
last season’s pack continue unchanged 
at $16 per case for halves, with fancy 
sockeye at $17. Pinks are quoted at $19 
per case for tall 1s, with chums at $15. 
Fancy Alaska kings are offering at $24 
for 1s and $15 for halves, subject to 
withdrawal without notice, with Copper 
River fancy sockeye at $16 for halves. 
Copper River fancy chinook is available 
in a limited way at $16 for halves, with 
Columbia River at $20-$21, all f.o.b. 
Seattle: basis. 


TUNA—Tuna demand is lagging, and 
the market holds unchanged at recently 
reduced levels. 


Winston H. (“Bakie”) Palmer has been 
named assistant district manager of the 
Florida sales office in Continental Can 
Company’s Eastern Metal Division, ac- 
cording to Orren R. McJunkins, general 
manager, Southeastern district. Mr. 
Ta'mer joined the company in 1948 as a 
sales tr inee. Prior to his new position, 
he was a member of the sales staff and, 
later, ecting sales manager for a 5- 
month period. Mr. Palmer makes his 
headquarters at the sales office in Winter 
Haven. 
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CHICAGO MARKET 


All Signs Point To A Firming Market— 
Tomato Juice Comes To Life Along With 
Other Products—New Pack 303 Tomatoes 
Wanted—Most Canners Withholding Corn 
Prices—Certain Sizes And Grades Of Peas 
To Be Pro-Rated—Blue Lakes Now Rolling 
Into Chicago—Beet & Carrot Crops Hurt— 
Taking In Badly Needed Cocktail—Some 
Concessions In Peaches — Withdrawals On 
Apricots—Plums Short. 


By “Midwest” 


Chicago, Ill, Aug. 12, 1954 


THE SITUATION—Business this week 
wasn’t exactly rushing but the trade here 
are showing more life and the trend of 
activity is upward. Distributors have 
been ordering new pack green and wax 
beans, peas, cocktail, peaches and cher- 
ries although they have been buying RSP 
cherries rather reluctantly because of the 
stiff increase in price. Canners in the 
Northwest are now under way on Blue 
Lake beans and buyers here have lost 
little time in ordering in first shipments 
which are now rolling to Chicago in some 
cases. The Wisconsin pea pack has been 
completed and canners in that state are 
in the process of announcing the deliv- 
eries that will be made against bookings 
and in some cases it’s a rather sad affair. 
Tomato juice is much stronger as un- 
sold supplies dwindle and prices are 
pushing higher right along. The corn 
market is firm with supplies tight as 
local canners start the 1954 pack which 
doesn’t look good here with the possible 
exception of Wisconsin. Beets and car- 
rots have been badly hurt in Wisconsin 
and beet prices are higher with every in- 
dication they will go higher very shortly. 
Midwest bean canners are now at work 
on the current pack of beans and should 
come up with a fairly good pack although 
it’s a little early for any accurate esti- 
mates. Indiana and Ohio canners will be 
starting operations in another week on a 
pack which is sure to be down from last 
year with canners in a frame of mind 
where they are determined to make a 
profit on their pack for a change. From 
where the writer sits it doesn’t look like 
the trade will have things all their way 
this year. 


TOMATO PRODUCTS—The juice mar- 
ket, which has been in the doldrums for 
a long time, suddenly came to life and 
buyers are surprised at the higher prices 
they now have to pay for fancy juice. In 
the face of limited supplies, canners have 
pushed prices on fancy 46 oz. up to $2.15 
and some sales were made here on the 
basis of $2.20. Fancy 2s are up to $1.15 
and prices on the new pack are expected 
to be still higher. Tomato catsup is also 
strong and those canners with fancy mer- 
chandise still left to sell are holding 
tens at $10.50 and 14 oz. at $1.70 to 
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$1.75. Extra standard tens are firm at 
$9.50 and 14 oz. cannot be found any- 
where. Puree in shelf sizes is a thing of 
the past from local sources and tens are 
firm at $6.00 to $6.50. 


TOMATOES — Very few shelf size 
tomatoes are still unsold in the Midwest 
with only a scattering of standard ones 
at $1.05 to $1.10, a very limited amount 
of 2s at $1.55, no 303s at all and a few 
tens at $6.75 to $7.00. Prices on the new 
pack which gets under way shortly are 
still a mystery with every indication the 
industry is going to make a real effort to 
sell on more profitable levels this year. 
Chicago buyers are anxious to buy new 
pack standards in 303s just as soon as 
goods are ready as supplies have been 
extinet for some time. 


CORN—Midwest canners have either 
started operations on the new pack in a 
limited wav or will eet under wav verv 
shortly. The pack in Indiana and Tlli- 
nois has been hurt without question al- 
though Wisconsin apnears to be in prettv 
good shane. Only a few prices have been 
named with most canners still holdine 
back. Fanev 303s are selling currently at 
$1.40 for cream style and $1.45 for whole 
kernel and one small block of standard 
cream style recently sold here at $1.20 
for 308s up considerably from the low 
point. 


PEAS—With the Wisconsin vea nae’ 
now completed it is auite obvious eanners 
there will not have the peas thev had last 
year. Pro-rated deliveries will b> made 
on certain sizes and grades which is 
going to leave the trade short. As a re- 
sult. prices are firm and if there are anv 
chanves it appears it will be to higher 
levels. 


BEANS—New pack Blue Lake beans 
are now rolling into Chicago and no 
doubt will continue to come in heavy 
volume until the nine lines ere filled, 
This item continues to grew in nonular- 
itv here and the new pack came on a 
completely bare market. However, sales 
of better grades of all kinds of beans 
have been good ever since new beans 
made an apnearance. Prices are firm at 
$1.80 to $1.85 for fancy three sieve cuts 
in 303s and $9.75 to $10.50 for tens. 
Extra standards are generally quoted at 
$1.40 to $1.45 and $8.00 to $8.50 while 
the standard market continues sloppy 
with heavy offerings from the South. 


BEETS AND CARROTS—tThe cron of 
hoth beets and carrots in Wisconsin have 
been hurt. beets in varticular and the 
pack mav be off anywhere from 30 to 40 
nercent from last year. As reported here 
last week, prices are already up on beets 
and are expected to go even higher 
within the next week or two. Carrots are 
still selling at nrices which are too low 
but should climb higher in the near 
future. 
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APPLESAUCE — Eastern canners 
should be in the new pack by the first of 
September and the trade are looking for 
lower prices at that time. In the mean- 
time, the trade have purchased recently 
out of New York from very limited 
stocks at $1.90 to $1.95 for 303s and $9.25 
to $9.75 for tens. Sauce continues to 
move very well and total sales appear to 
climb higher each year. 


WEST COAST FRUITS—Chicago dis- 
tributors have hurry up instructions on 
new pack cocktail and shipments are roll- 
ing now in heavy volume. Everyone 
needed goods badly and the rush was on 
to get additional merchandise into dis- 
tributor’s hands as quickly as _ possible. 
There was no resistance slightly 
higher prices than last year as there 
very seldom is when stocks are short. 
Independent peach canners are offering 
Cling peaches at slight concessions from 
quoted lists for immediate shipping in- 
structions in an effort to move a quantity 
of goods promptly. On the other hand, 
buyers are finding many canners have 
withdrawn on apricots in the face of a 
much smaller pack and certain varieties 
are difficult to locate. Prune plums in No. 
10 cans are also on every buyer’s short 
list but nothing is available and won’t be 
until the new pack next month. Unsold 
stocks of 22s are firmly held at $2.25 
for faney and $2.10 for choice. Additional 


stocks of pears are also needed, particu- 
larly tens, just as soon as new goods are 
ready. Canners are in a better stock posi- 
tion on pears than they have been for 
some time and will come into the new 
pack in excellent shape. A larger antici- 
pated pack in California will be offset by 
a smaller pack in the Northwest and a 
carryover that amounts to very little. 


CALIFORNIA MARKET 


By “Berkeley” 


Berkeley, Calif., Aug. 1, 1954 
Dear Mr. Judge: 

This is the time of the year when I so 
often beg off for a bit of vacation and 
quite suddenly an opportunity that could 
not be passed up presented itself. So I 
have gathered my outfit together and 
will soon be off on high adventure. 

I am going back in the Sierra wilder- 
ness to the Kern River Canyon and will 
make camp not far from the base of 
Mount Whitney. There will be no climb- 
ing of the mountain, but just a lot of rest 
in the open, with fishing for Golden 
Trout. The highlight of the trip is the 
fact that it is being made with an old 
High School chum with whom I made my 
first mountain trip and ascent of Mt. 
Whitney in July, 1898. We have made 
quite a few since then, but I could not 


pass up this opportunity as tempus is 
fugiting. 

Our camp in the Canyon is 24 miles 
from the nearest road or habitation, so 
we will be riding over mountain trails 
with our pack train for two days. In 
former years we were able to cover the 
ground in one day. We will see consider- 
able snow, but will not be in any. So for 
about three weeks it will be no roads, no 
motor cars, no telephones, no radio, no 
television, no newspapers,‘ no bills, no 
business, but just a lot of rest and exhi- 
bition of culinary prowess. 

Sorry to break off so suddenly but will 
try to make up for it when I return. 

The H. A. N. Daily Company, Food 
Brokers of Philadelphia, has announced, 
effective August 9th, that Charles C. 
Watson will join their organization. 

Mr. Watson is very well known in the 
Philadelphia Trade. He was associated 
for 34 years with H. Kellogg & Sons, 
wholesale grocers, the last 10 years as 
general manager. Since 1953, when the 
business of H. Kellogg & Sons merged 
with Alfred Lowry & Brother, he has 
been manager of the Kellogg Division. 

He is a former president of the Food 
Distributors Association of Philadelphia, 
as well as having taken a prominent part 
in many other grocery activities in the 
Philadelphia area. 


MEETING 


SCHEDULE 


OCTOBER 10-13, 1954 — NATIONAL 
ASSOCIATION OF FOOD CHAINS, Annual 
Convention, Waldorf-Astoria Hotel, New 
York City. 

OCTOBER 21-23, 1954—FLORIDA CAN- 
NERS ASSOCIATION, 23rd Annual Meeting, 
llollywood Beach Hotel, Hollywood, Fla. 

CCTOBER 26-27, 1954 — NATIONAL 
PICKLE PACKERS ASSOCIATION, Annual 
Meeting, Drake Hotel, Chicago. 


NOVEMBER 1-2, 1954 — IOWA-NEB- 
RASKA CANNERS ASSOCIATION, 53rd An- 
nual Meeting, Fort Des Moines Hotel, 
Des Moines, Iowa. 


NOVEMBER 4, 1954—ILLINOIS CAN- 


NERS ASSOCIATION, fall meeting Chicago 
(Hotel to be announced). 


NOVEMBER 4-5, 1954 — OZARK CAN- 
NERS ASSOCIATION, Fall Meeting, Co- 
lonial Hotel, Springfield, Missouri. 


NOVEMBER 7-9, 1954 — WISCONSIN 
CANNERS ASSOCIATION, 50th Annual Con- 
vention, Schroeder Hotel, Milwaukee, 
Wisconsin. 


NOVEMBER 17-18-19, 1954—INDIANA 
CANNERS ASSOCIATION, Annual Meeting, 
French Lick Springs Hotel, French Lick, 
Indiana. 


THE CANNING TRADE 


NOVEMBER 22-23, 1954 — PENNSYL- 
VANIA CANNERS ASSOCIATION, 40th An- 
nual Convention, Penn Harris Hotel, 
Harrisburg, Pennsylvania. 


NOVEMBER 28-30, 1954 — ONTARIO 
FOOD PROCESSORS ASSOCIATION, 21st An- 
nual Meeting and Convention, Royal 
York Hotel, Toronto. 


DECEMBER 2-3, 1954 — MICHIGAN 
CANNERS AND FREEZERS ASSOCIATION, Fall 
Meeting, Pantlind Hotel, Grand Rapids, 
Mich. 


DECEMBER 2-3, 1954 — TRI-STATE 
PACKERS ASSOCIATION, Annual Conven- 
tion, Lord Baltimore Hotel, Baltimore, 
Maryland. 


DECEMBER 7, 1954 — MINNESOTA 
CANNERS ASSOCIATION, 48th Annual Con- 
vention, Hotel Radisson, Minneapolis. 


DECEMBER 9-10, 1954—NEW YORK 
STATE CANNERS & FREEZERS ASSOCIATION, 
INC., 69th Annual Convention, Hotel 
Statler, Buffalo, New York. 


DECEMBER 16-17, 1954—OHIO CAN- 
NERS’ ASSOCIATION, 47th Annual Conven- 
tion, Neil House, Columbus, Ohio. 


JANUARY 9-13, 1955—SUPER MARKET 
INSTITUTE, Midyear Meeting, Boca Raton 
Club, Boca Raton, Fla. 


August 16, 1954 


JANUARY 27-28, 1955 — CANNERS 
LEAGUE OF CALIFORNIA, Annual Fruit and 
Vegetable Sample Cutting, Fairmont 
Hotel, San Francisco, Calif. 


FEBRUARY 1-3, 1955 — PENNSYL- 
VANIA CANNERS ASSOCIATION AND PENN- 
SYLVANIA STATE UNIVERSITY, 10th Annual 
Fieldmen’s Conference, Pennsylvania 
State University, State College, Pa. 


FEBRUARY 14-15-16, 1955—cANa- 
DIAN FOOD PROCESSORS ASSOCIATION—An- 
nual Convention, Seigniory Club, Monte- 
bello, Quebec (forty miles southeast of 
Ottawa, and about eighty miles from 
Montreal, Quebec). 


1955 — NATIONAL 
Winter 


FEBRUARY 18, 
PICKLE PACKERS ASSOCIATION, 
Meeting, Drake Hotel, Chicago. 


FEBRUARY 19-23, 1955 -—- TIONAL 
CANNERS ASSOCIATION, 48th Arzni:1 Con- 
vention, Meeting with NATIONAL FOOD. 
BROKERS ASSOCIATION and CANNING MA- 
CHINERY AND SUPPLIES ASSO. IATION, 
Chicago, Illinois. 


MARCH 28-29, 1955—-cANNERS LEAGUE 
OF CALIFORNIA, 5lst Annual Meeting, 
Santa Barbara Biltmore, Santa Barbara. 


MAY 15-18, 1955 — UNITED STATES 
WHOLESALE GROCERS ASSOCIATION — An- 
nual Convention and Exposition, Miami 
Beach, Florida. 
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(Spot prices per dozen F.O.B. 
cannery unless otherwise 


specified.) 
ASPARAGUS 
Calif., Fey. All Gr. No. 2 
Colossal 4.65 
Mammoth 4.55 
Large 4.45 
4.10-4.15 
Cut Spears #10.............. 16.00-16.50 
Fey. Gr. Tip & Wh. No. 2 
3.10-3.25 
Cut Spears #10.............. 15.00-15.50 
Midwest, Fey. Cuts & Tips 
No. 300 2.40 
No. 10 16.25 
East, No. 303, Mam. Spears........3.90 
Large 3.80 
Blended 3.70 
Med. 3.65 
BEANS, StTrRINGLESS, GREEN 
MARYLAND 


Fey., Fr. Style. 8 oz. ...........97 


Ex. Std., Cut Gr., 8 07. ........ .90-.95 
1.20-1.30 
No. 10 7.50 

Std., Cut, Gr., No. 308........ 1.10-1.15 
No. 2% 
6.50-7.00 


NEw YorkK 


Green, Fey., 3 sv. cut No, 303....1.80 


No. 10 
Fey., 4 sv. cut, No. 308................1.70 
No. 10 9.00 
Fey., 5 sv. cut No. 303.............0000. 1.50 
Ex. Std., Cut, No. 3038..........1.35-1.45 
No. 10 8.25 
Fey., 4 sv. cut wax No. 303........1.70 


WISCONSIN (new pack) 


Wh., Fey., 2 sv., No. 308.... 
3 sv., No. 303 
No. 10 

Ex. Std., 3 sv., No. 303 


5 
13.50-13.75 
9 


4 sv., No. 308 
4 sv., No. 303.. 


4041.55 


BEANS, LIMA 


Tri-States, No. 303, All Gr., 


BEETS 
Md., Fey. cut, Diced 3098s........ -90-.95 
Fey., Sliced No. 308 ............. 1.10-1.15 
WISCONSIN 


N. Y. Fey., Cut & Diced 308s...... ‘90 


1.12%-1.15 
Texas, Fey., Sl., No. 308.............. 1.10 
No. 10 5.25 
CARROTS 
Wis., Fancy, Diced, 
No. 303 1.00-1.05 
No. 10 5.00-5.25 
Md., Fey., Diced, No. 308.......... 1.00 
No. 10 5.50 
CORN— 
East 
Shoepeg, Fey., No. 303 (nom.) 
1.70--1.75 
BO; 10 10.00-10.25 
Fey., Gold., W.K., 8 072......... .95-1.05 
No. 10 8.25-9.75 


No. 10 7.50-8.25 
Std., No. 303 1.15-1.20 
Fey., Gold., C.S., No. 303....1.30-1.35 
Ex. St., No. 303 1.20-1.25 
No. 10 7.00-7.75 
BOB (nom.) 1.05-1.10 
6.00-6.50 
W.K. White, Fey., No. 303..1.35-1.40 
Ex. Std., No. 303 1.25 
C.S. White, Fey., No. 3038....1.35-1.45 
MIDWEST 
WK. Geld, 1.00 
1.45-1.50 
Me, 30 8.50-8.75 


9-1.30 

No. 10 8.25-8.75 
Std., No. 303 out 
CB: Gold. 97% 
No. 303 1.40 
8.50-8.75 


No. 10 7.50 

Std., No. 303 out 

Co. Gent. W.K., Fey., 8 oz. ....1.12% 
No. 303 1.65 

C.S. Fey., 8 oz. 1.05 
No. 303 1.45-1.55 
No. 10 9.50 

PEAS 

MARYLAND ALASKAS 

No. 308, Ex. Std., 2. sv.......1.50-1.60 
3 sv 1.35-1.40 
No. 10 7.50 
4 sv 1.25-1.30 
7.00 
Std., 4 s 1521.20 
No. 10 6.25-6.50 
Std., Ungraded No. 303............ 1.15 
No. 10 5.50-6.25 

MARYLAND SWEETS 

4 sv. 


5 sv. & Ungr 
Ex. Std., Ungr., 


No. 303 1.25-1.30 
No. 10 7.50 
Std., Ungr., No. 308............1.15-1.20 
No. 10 7.00 
MiIpWEst ALASKAS 
1.75 
No. 303 2.50-2.60 
No. 10 12.50 
-60-1.65 
No. 10 9.25-9.50 
No. 303 1.65 


Std., 4 sv., No. 308...........1.17™%-1. 20 
No. 10 6.75 


Mivwest SWEETS 


Fey., 3 SV., 8 07 Yel 10 
No. 1.55-1.65 
No. 10 9.25-9.50 

Fey., 4 sv., No. 303............ 1.35-1.50 
No. 8.25-8.50 

No. 303 1.55 
No. 10 8.25-8.50 

Ex. Std., 3 sv., No. 303 1.35-1.45 

Ex. Std., 4 sv., No. 308... 25 

Ex. Std., Ung., 8 oz...... ce 5 
1.25-1.30 
No. 10 7.50 

Std., Ungr., No. 308..............1.15-1.20 
No. 10 7.00 

POTATOES, SWEET 
Md., Fey., Sy. Pack, 8 oz....... -85-.95 
.1.90-2.00 
2.10-2.20 
No. 10 9.75-10.50 


CANNED FOOD PRICES 


SAUERKRAUT 
Midwest, Fey., No. 303..1.0214-1.071%4 
No. 2% 1.20-1.40 
No. 10 3.85-4.75 
N.Y., Fey. -95-1.00 
216’s 1.25-1.35 
1.10 
No. 10 5.15 
SPINACH 
Md., Fey., 8 oz. 80 
No. 303 1.15 
No. 2 1.25-1.35 
1.60-1.65 
No. 10 5.50-5.75 
Ozark, Fey., No. 308 ............ 1.10-1.15 
No. 2% 1.60 
No. 10 5.25 
Calif., Fey. 
No. 303 1.121% 
No. 2% 1.55 
No. 10 4.60 
TOMATOES 
Md., Std. (New Pack) 8 oz2......... .90 
No. 303 1.15 
No. 2% 1.85-1.90 
No. 10 6.00-6.50 
New York, Fey., Wh., 
No. 2 2.50 
No. 10 
INDIANA, Fey., No. 2 
Ex. Std., No. 303.... 
No. 2% 
No. 10 7.50 
No. 303 out 
(nom.) 1.35 
No. 2% 2.00-2.10 
No. 10 6.75-7.00 
Calif., Fey., S.P., No. 303....1. 
No. 2 2.00 
No. 2% 2.45 
No. 10 8.75 
1.40-1.45 
No. 2 1.65 
No. 2% 2.10-2.15 
No. 10 7.75-8.00 
No. 2 1.25 
No. 2% 1.60-1.70 
No. 10 6.00-6.50 
TOMATO CA.TSUP 
Calif,, Fey., 14 oz 1.60 
No. 10 9.10-9.25 
Ind., Fey., 14 oz.....(nom.) 
No. 10 10.5 
Ex. Std., 14 55 
No. 10 9.50 


TOMATO PASTE (Per Case) 


No. 10 10.50-12.25 
TOMATO PUREE 
Calif., Fey., 1.045, No. 1T........... —~ 
No. 10 5.50-5.75 
Ind., Fey., 1.045, No. 1... 95-1.00 
No. 10 6.00-6.50 
90-.95 
No. 10 6.75 
FRUITS 
APPLE SAUCE 
East, Fey., No. 8 02... 1.05-1.10 
1.90-1.95 
No. 10 9.25-9.75 
No. 10 Apples nom 
Calif. (gravensteins) 
No. 308, Fey. 6501.75 
No, 10 9.25-9.50 
APRICOTS 
Halves, Fey., 8 02. 1.85 
No. 303 2. 10-2. 15 
No. 2% 3.50 
No. 10 12.00 
Choice, 8 oz. 1.20 
No. 303 2.00 
No. 2% 3.00-3.10 
11.00 
Std., No. 2%. -2.70-2.72% 
No. 10 9.85 
Whole, Unpeeled, No. 308.......... 1.70 
No. 2% 2.60-2.75 
Whole Peeled, No. 308.............000 2.20 
No. 2% 3.55 
No. 10 11.25-12.25 
11.00-11.25 
CHERRIES 
R.S.P., Water, No. 303........ 2.30-2.40 
No. 2 2.60-2.65 
13.25-13.75 


N.W., Calif., R.A., Fey., 8 oz.....1.75 
No. 303 3.05 
No. 2% 5.00 
No. 10 17.90 

Choice, 8 oz. 1.65 
No. 303 2.90 
No. 2% 4.75 
No. 10 16.60 

Std., No. 2% 4.35 
No. 10 15.10 

COCKTAIL 

No. 2% 3.40 
No. 10 12.35 

Choice, No. 2.05-2.10 
No. 2% 3.20-3.25 
11.75-12.00 

PEACHES 

Calif., Cling, Fey., No. 308.......... 1.75 
No. 2% 2.65 
No. 10 9.75 

No. 2% 2.50-2.55 
No. 10 9.25-9.45 

No. 2%4 2.30-2.35 
No. 10 8.40-8.60 
Water Pack #10.............. 6.75-6.95 
9.00-9.25 

Elberta, Fey., No. 

PEARS 

Calif., No. 236, 3.80-3.90 
Choice 3.35 

No. 303, Fey. 2.85 
Choice 2.20 

Choice 12.65 

N. Y. Bartletts, No. 2%, Fey.......4.15 
Choice 3.80 
No. 10 14.25 
Std. 3.70 
No. 10 18.25 

PINEAPPLE 

Hawaiian, Fey., Sl., No. 2.......... 2.80 
No. 2% 3.20 
No. 10 12.40 

Crushed, No. 2 2.40 
No. 2% 2.85-2.95 
No. 10 9.60 

Choice, Sl., No. 2 2.50 
No. 2% 2.85 
No. 10 11.80 

Std., Half Slices, No. 2............... 2.15 
No. 2% 2.60 

PRUNE PLUMS 

2.25 

Ch., No. 2% 2.10 

JUICES 
CITRUS, BLENDED 

Fla., No. 2. 1.05-1.10 

46 oz. (nom.) 2.30-2.40 
GRAPEFRUIT 

46 oz, 1.60-1. ros 
ORANGE 

PINEAPPLE 

Hawaiian, Fey., No. 1.20 
46 oz. 2.62% 
No. 10 5.50 

TOMATO 

46 oz, 2.25-2.30 

46 oz, 2.15-2.20 

46 oz. 2.15-2.25 
No. 10 4.50-4.75 

FISH 


SALMON—PER CASE 
Alaska, Red, No. 1T 
Medium, Red, No. 
Pink, Tall, 
SARDINES—Per CASE 
Maine, Oil 6.50 
TUNA—PER CASE 


Fey., White Meat, 1’s....14.50-16.00 
Fey., Light Meat, 14’s......13.50-14.50 
Chunks 11.50 


Grated 9.50 


1.90-2.00 

Cut, Fey., 3 sv., No. 308......1.80-1.85 

6521.70 

Ex. Std., 4 8V.. 8 8245 

Fey. Sh, NO. 8 15-.80 


